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PREFAeE 

in public broadcasting, programming decisions are uniquely 
motivated by concerns for delivering prdgrams to audiences, rather 
than delivering audiences to sponsors or advertisers. In this sense; 
knowledge about the audience's expectations, uses and anticipated 
gratifications is indispensable to informed decision-making. 

While there are ho immutable laws which dictate the audience's 
reactions to^ F^rograms and which will guarantee optimal production 
and prograniniing decisions, there ate some observed and resoarchable 
tendencies in^ viewers' uses of television which are useful to program 

decision-making. 

Studied Of television viewing lOses and gratifications, studies 
which delve into th^ motivations viewers have for watching public 
television, the gratifications they derive- from programs they enjoy, 
and their eroectatidhs of public television can, for example, guide 
promotional efforts aimed at attracting different types of audiences 
"THdTcSfr-fce^-JJwSeasura^ assistance to program managers and producers 
Su^ are thT^ncirnT^nd^^e-re^sl^^ the conduct 

of this present study, tJses And Gratificat ions Associatea WitTT-E xpoaure 

Public Television . We hope that our readers will find it useful in 
the successful pursuit of their audience-based objectives. 



Howard A. My rick 
Director, Office of 
Communication keseairdi 



Carol Keegan . 
Project Officer 
Associate Director, Office 
of Cbmmxihicatibh Research 
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is little "audagfi^e flow" from one program to the next. Instead, individuals 



then reUirn to coiinercial television prcgrammihg. Moreover, many tend to 
avoid public^television altogether. Public telev :>ion still is equated with 
educational televi^^i--.': and long- winded round-table discussions, neither of 
vAiich seons appealing to prime- time viewers. In a recent qualitative ~study^_L_ 
respdhdOTts characterized public television as humorless, unexciting, too 
dOTandkig, not relaxing, too repetitious, technically amateurish, too British 
and too locally-oriented to be of much interest to them. Why then do people 
watch public television? What are the range and underlying dimensions of uses/ 
mbtivations/acpected gratifications associated with public^tsXevision viewing? 
Is «posure to public television a more purposive activity than exposure to 
comnercial television? What is the range of gratifications or satisfactions 
actually obtained following exposure to public television? To what extent 
does public television meet viewer expectations? the pilot study described 
in this report was desired to begin to address those questions. 



within families appear, to turn to a particular public television program and 
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THE USES AND GRATIFICATIONS APPROACH 

[♦•Uses ana gratifications" is a researdi approach which examines the expec- 
tations and I '''as of connumication media ahS the gratifications and (perhaps 
uhintendedB consequences associated with such usage. Generally, the approach 
involves a straightforward ascertainment of media uses and gratifications frcm 
the viewers thanselves. While the approach has been anplbyed to predict can= 
munication effects, it has been used extensively as a descriptive depce, 
cataloging and providing typologies of i;»tivatidns and. gratifications. It is 
in its latter capacity that the approach is being Utilized in this investigation. 

• Valae of the Approach ^ 

As a descriptive tool, uses and gratifications provide relevant informa- 
tion along a mmber of dimaisiOTis. for public television decision-makers. It can: 

(1) Cdcument distinct functions of public aiid eoinnerciai television. One 
of ptfljlic television's tasks is to provide an alterative to cdnnereial tele- 
vision- l^amslated in terms of uses and gratifications, public television is 
si^osed to be catering rrot mly to the viewing motivations met by comercial 
television but also some set of those not met for which television may be of 
soine value. Does public television do this? Are viewers differentially 
io6ti\^^ >Sieh they watch coranercial and public television? Hie uses aid 
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gratifications approach is capable of documenting the extent to which public 
arid conmercial telcvisidri viewing motivations overlap. It also can specify 
the mbtivatibris or furictibris that are more fully br uniquely met by cbnihercial 
and ixabiic television; 

(2) Document viewing satisfactions. From a gratifications or outccines 
perspective^ public tel-evisidn as the alternative service should be providing 
not only those gratifications derived from exposure to cdntnercial television^ 
but some other sot which television may be capable of providing. Does 
exposure to public television provide any satisfactions? What are they and 
hbw frequently are they obtained? To what extent are they mere mirrors of the 
gratifications obtained during iind fbllbWirig expbsure tb coffimercial television? 
The uses and gratifications approach can document the type, uniqueness, extent 
and frequency with which gratif icatic^s are derived Iran exposure to public 
television prograniming. 

(3) Serve as a prdgramming tool. Information on uses and gratifications 
can be of service to prbgrammirig develbpsnerit and scheduling personnel. Firsts 
if one operates at least in part on the principle "bffer pebple prbgrams that 
turn them on and tune them in,** knowledge of the uses of television should be 
of value in the conceptualization and refinement of program ideas. Programs 
can be geared tb meet viewer needs. Second^ uses and gratifications data 
provide viewer perceptions of programs. For the prbgrairaner interested in 
scheduling continuity from program to progfan as a means of enhancing audience 
fldw^ uses aid gratifications data may provide an additional vantage point in 
terms of the (dis) similarity across programs. If, for example, one were 
interested in establishing theme nipits, prbgrams used fbr similar iwrposes 
and/of providing similar gratifications mipt be Ibgical candidates for appear- 
ing back to back. 



have ild direct .experiences with par- 
? forced to rely on what they think 
ions data can suggest linkages betwee. 



unctions of the uses and gratil 
tion for the continued funding and 
strating it serves unique functions 



(4) Serve as a prbmotibrial tool. \\T:\]ph viewers turn to a specific tele- 
vision prognan, it's because they know Whtit to expect based on seeing it pre 
viously or because they have some idea abDut it based on media promotion of 
the prognun. More often than not ^ people 
ticular public television programs and ar 
the show win offer; Uses and gratificat 

elements of a prognun and important telcvlision viewing motivations. Those 
elements of the prognim can then be promo ted. ' In this way, the piublic Would 
become aware of prognuns f seemingly} consistent with their viewing interests 

C)n a pragmatic level, the first two 
tibhs approach can provide some justifica 
existence of public broadcasting by demon 
and provides gratifications riot met by cotimercial televisibri. If this can be 
demonstrated, there mayXbe increased acceptance bf , if nbt justification for, 
the small Nielsen numbers. The second two functions may reduce the need to 
justify small Nielsens by serving to increase viewership to public television 
progranining. 

■\ 

Concerns About the Approach 

The uses and gratifications approach has been carefullf scrutinized and 
criticized. These concerns are worthy of not -.tion and should be remismbered 
when considering using the uses and gratifications approach or examining uses 
aid gratifications methods arid data. Included are the following: 

(1] Asstmiptibns made about the audience as viewers and survey respondents 
First, the madience is conceived of as active, with media use goal -directed. 
Second j viewers are seen as somehow in touch with their viewing motivation* 
and capabl(e\^of verbalizing them when asked. Finally, researchers antic 
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that viewers will tv williiiL* to discuss their viewing motivations, honestly^ 
when askc-d either in person, or, more Ukeiy, on the telephone; It is diffi- 
cuit to test these assiunpt ions other than by exajninini; the face validity of 
responses. : 

(2) Suivrficial examination of motivations and gratifications. There are 
a nunher of motivations and gratifications associated with exposure to tele- 
vision, tiiven budgetar%' and respondent fatigiie restraints, only so many ques- 
tions Can he addressed in any brie survey to any one respondent. As the number 
of motivations under consideration increases, each motivation receives less 
time and consideration, 'llie result may be a superficial exaininatioh oF each 
motivation. 

(3) Artificial creation of motivation states. How many vlevving motivations 
are there? Hopeful ly, resjx)riderits acknowledge those motivations that lead them 
to W^'tching television. However, respondents may also say yes to motivations . 
they never considered before but which inake sense when stated as motivations 

by the researcher. Moreover, for any motivation, a small number o£ respondents 
may say yes becaitse the motivation fits in with their almost idiosyncratic lises 
of television. Motivations. for viewing (in this case) public television may 
be a function of the homber and type of motivations included in the sttidy. 

(4) Questionable validity of responses. First, unless carefully worded 
and clearly distinguishabie, jndtivatidn and gratification combinations may be 
viewed as interchangeable by respondents. Secornd, even if clear on paper ^ 
respondents may tonfuse reasons For using the media with satisfaeticms obtained. 
Do responses accurately reflect what the viewer wants or gets? Tliird, levels 
of social desirabiii-ty and stigma may be affixed to each motivation. Responses 
may be artificially high for mdtivatidns perceived of as sdcialiy desirable 

arid artificially low for those seen as inappropriate. Finally, the relative 
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strength of particular motivations and their underlying dimensional stnicture 
may be a function of the iriclusiveness and representativeness of the iribtiva- 
tibris studied. 

(5) Effort involved in collecting uses and gratif icat ions data; In order 
to maximize the inclusiven^^ss of uses and gratifications lists iind insure 
linguistically recognizable sets of motivations and gratifications from the 
respondent's perspective, several Waves of data collection may be required. 
Moreover, each wave may involve a series of questions for each motivation or 
gratification item. It may be quite unwieldy, then, to amalgamate uses and 
gratifications and other research questions into a single, multi-purpose ' 
research endeavor. 



/ 

/ 



' . ■ Riisii.\Ri:ii Mi-:TiK)i)i)i.(K;Y ' . 

With the potential shortcomings oT the uses ami ;^i-.it i f icnt ions approrjch 
in mind, a research strategy was developed: Tlie dcsigli ami procedures used in 
this piiot study Were based on the supposition that vitnvcrs CJtn deal with thc^' 
reasons and outcomes associated with their exposure to public television pi;o- 
graimiing. However, it also was assumed: that in unaided, open-ended cjues/ion 
situations, respondents would encounter some dt fFiculty verbal i-ing e^*Tensivc 
lists of motivations and gratifications and would tend to citczhosc most 
ob\-ious and/or socially acceptable (e.g., xvatching for informati^on or cultural 
enrichinentir^The three phases of^at a collectibn; 

These phases were: CI) focus group sessions, (2) pre- tes.f ^telephone inter- 
views, arid iS) telephone interviews addressing the research questions- guiding 
this investigation. Each phase will be examined in detail. 

Phase 1 ' ■ 

Focus Group Sessions . The purpose of the focus groups sessions was to . 
generate public television viewing motivation and gratification items. Three 
focus group sessions were conducted in the Fall, 1979. Participants ^were 
adults who watched public television at least a couple, of times a month. Each 
was promised and received cash for participating. The sessions focused oh why 
the participants watched public television programming, what gratifications- 

» - .. -V' 

V 
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they ohtahicd from exposure, and ^KoW the public television viewing experience 



for tSem differed from their use of conmicreial television- If particular 

mot iyat ions (e.ii-, to be entertainalj were not spontaneously nieritibried by the 

participants, tliey were brdli^ht up i)y tlie disctission leader toward the end of • 

the K^oup session and disalssetl. liacH session ran anprdximately 90 minutes. 

Sessions were audio tape/recorded, alti^ouph the focus group leader dccasionall- 

tddk ildte?^ during tlie Session as welz. I'ol lowing the third session, responses , 

were trans fonncd td {/it the specifl^^ and demands of getting people to relate 

and react to motivation and gratKicatidri items dn the telephone. What fol- 

lows is a list of/those motivations and sornc of the specifics mentioned by the 

focus group participants: 

Because I hope td'sce Sdmething new and different: It\s a change from^ 
what I normally watch; td see something other than sit-coms; public 
television uses different formats 

^ Because I think the shows will not be an insult to my intelligOTce: 
they're/not moronic; the, questions are more challenging 

Tbwatch top quality productions an^ acting: the acting is great; the 
product ions are prdfessidnal 

To be challenged in figuring out what is gding to happen pr what sane- 
one is going to say: I like to match wits with the program; the 
s:hows are less predictable; to guess butccHnes 

y ■ ■ _ 

Because I think the programs either will be real or realistic; they're 
ndt cdntrived; not unbelievable ^ - 

feel ciiitured: it _ gives me a sense of experiencing culture; I enjoy 
/ the beauty bf ballet; it's good music 

/ " _ ... _ ■■ ■■ 

! / To really get to loiow a person br tbpic: informative like The New York 

Times; it's not the 5 minute Johnny Carsdn bit; you can really get . 



/ 
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to know the person interviewed; it lets ybu get below the surface 

td give me helpful consumer information: serves as a guide for \*iat I 
buy and avoid " 

To pick up informatibn related td my own interests or work: ^ What I se 
I can use at work; it fits in with what I like to do 
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Id -ivf iiio somctiiiii.U to think ;itH>«itA.. P^?^^*^*^^ nichtai stimulation; t 
cdiiio :iw;iy \<\th soiiiethin.u to consider 

lb J.cvcioi- mv tastes ahU interests: it broadens my horizons; lets me 
khou aliotif thin.^s I normal ly wouldn't be aware of 

io avoid coiiffnercials or internipt ibhs: nothing clise gives uninterrupted 
prugriuimiing 

liocaiise while it ma^- bo interesting, it won't hook me into watching it 
every night or cverv week: it*s discrete prograirming; I don't have 
to worry" about scliediiling my life to see the next episode 



I'lKise J 

lYe- lest re lcphone Interview . There were two purposes of the pre-test 
telephone interviews. The first purpose was to assess and refine the moti- 
vation and gratification items generated in Phase 1. The second purpose was 
to detemine the most viable question format for ascertaining public television 
motivations and gratifications. 

In- addition to the public television motivations generated in Phase 1, 
severar motivations not mentioned in the focus group sessions but frequently 
associated with watching commercial television were included in the pre-test. 

These were: 

Tef give me something to talk about 
To relax 

To be anotionally moved or excited 
To be entertained 

To give me something to watcfi while I do other things 
In short, the pre-test contained 18 motivations (and corresponding gratifi- 
cation itons) for respondents to react to. 

Two different approaches were used in the pre-test. The first approach 
examined e^Ch motivation as it. related to watching public television in gaieral; 
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For each, motivation^ questions assessed: (I) its iinix)rtariee in IcadiriK to public 
television viewing, (2) the frec^Ucncy with which its corresi)onding grat iFieatibh 
was obtained, and (3) its relative ijnpbrtaricc for public versus commercial 
television viewing. The second approach examined. each motivation as it related 
to specific public television programs respondents indicated watching at least 
sometimes. At the outset, there appeared to be strengths and wealoiesses with 
each approach. With tHe watching public television in general approach, . one 
would be able to talk about an overall orientation. to public television. This 
may be less informative hovfever to officials interested in uncovering why 
people watch (or what may atWact people to watch) specific programs. The 
reverse is the case with tTie se^nd approach. There, the problem seemed to 
be the redundancy and time constrM^s which might place upper limits on the 
number of specific programs and motivations that could be presented to any one 
respondent. It would be difficult then\p determine how complete a picture 
of public television viewing one gets usirigN^e second approach. 

Pre- test respondents were SO adults residirtg^^iri the Indianapolis, Indiana 
area vftio watched public television programs broadcaH^oh the Indianapolis 
pibiic^ television station (WFYI}. Because of .^he redund^y eneotmtered with 
both a^roaches, each respondent reacted to half the mot iva'tiqn and gratifica- 



tion items. After this, respondents were provided an opportunity's^ offer 
their reactions to the survey. 

Pre-test results and feedback from respondents and interviewers suggest^ 
that the response task Was easier t^en cciif^aring motivations to specific pro- 
gi^ans. However, sOTie respondents seemed tOTpted to generalize th<^ importance 
of each motivation across pixjgrams without considering each prdgram carefully.^ 

- - - - - _ _ _ _ -/ 

(Si the other hand^ vSiile respondents goierally seemed and said they were able 
to differraitiate between nsotivations and gratifications, there was considerable 
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correspondence in respbriscshb the mdtivaTion and gratification questions Tor 
each motivation; 

Because of budgetary and respondent fatigue restraints, the second approach 
was discarded. In addition to influencing this decision, prc-test data also 
were used to sharpen the distinctions between niotivation and gratification 
items and linguistically modify several itdns so that they were more compatible 
with viewer/respondent terminology. 

Finally, fblldwing the pre-test, several motivations were dropped arid others 
included. The motivations dropped Were "to avoid ccmmercials or interruptions" ^ 
and "because while it may be interesting, it won't hook me into watching it 
every night or every week." The deletion decision was based on the perception 
that those motivations were negative in nature and oh the surface unrelated 
to public television coriterit, prbduction or viewing uses and gratifications. 
The motivations added were "because L think the scripts will be well written," . 
"for a change of pace from what is on commercial television" and "it helps 
relieve for a vtfiiie some of the work or family pressures I feel." These were 
included because they seemed to fill dimensional voids suggested by a multi- 
diinensional study of viewer perceptions of television. 

Phase 3 

Telephone Interviews Address ing the Rese a rch (Que stions . The final survey 
ij^tnanent included the researcher and respondent g^erated list of 19 motiva- 
tions aifl corresponding gratifications. Using a close-ended response approach, 
interviwers asked fespoidents to react to each motivation in terms of its 
ijiqiortance and frequCTQ^ of occurrence for than vftien they watched . evening 
c public television progranming. Respondents also were asked to indicate whether • 
each mbtivatibh ^as more ijnportant when they turned to public or eoimercial 
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tolevision; There were thr<?e questions the^T'oFWch motivation; . Illustra- 
tive of the format used is the foHowing: 

To really get to know a person or topic. 

How important is that reason for you? . Very important , somewhat 
imiK)rtant, riot very important ^ or not important at all? 

I low often have these prbgrnms let you really get to faiow about, 
a person, or topic? Almost always, most of the tiine^ sane of the 
time, or almost never? 

Would you say that reason is mor^ important wheriyoi watch WFYI^ 
more important when you watch commercial television, or about as 
* ijn{)ortarit for both? 

In addition to the motivation items, respondent public television viewirig 
patterns were ascertained. Respondents were asked how frequently they watched 
evening programming on public television, how mariy public television shows 
they watched each evening when they watched public television^ how many public 
television programs they watched the night before the interview, and how fre- 
quently they watched 10 public television shows which represented the more 
popular public television programs across several program types. (See i^pen- 
dix for the entire questionnaire.) 

Telephone interviews were conducted with 490 adults residing in the 
India-riapolis, Indiana area. Half of the respondents were on the manbership 
list of the local public television station (WFYI); half were not but watdiai 
evening programning oh that statibri at least dilce a week. ^ The .even meiiber/ 
non-member split was deliberate so as to facilitate examination o£ the extent 
to which members were differentially motivated and gratified by public tele- 
vision productions. The member sr^nnple was select^ using systenatic randean 
san^ling procedures applied to the station's membership list, the riori-maiiber ^ 
san^le was selected using a modif iai random digit dialing (RDD) procedure, 
thus insuring access to iridiviauals with listed^ new but not listed, and 
urilistei telephone numbers. 

ERIC 



interviews Were tfdhtluctcxl in late i"ebru.-iry :urd erifiy M;irch; i'Jxn; ;-\h 
indepentient survey research finn with aenUqiiarters in Ind i.in.it«-)l is, iiidiana 
-cbllecteU the d^taT^TnTrf^siruiaJ^^^ trained for tlie specifics of 

this taski Were employed. Cajls were plactHTTrcmrtlirHHJ^^ phone 
bank. 

Respondents tended to be well educated, niiddlc a^cS.! whites, iniblic tclc- 
visibn members were more educated and blder than their non- member counterparts. 
Among non-members, slishtly more than half (58. Yt) attended coHege; one-third 
(36.2*0 obtained at least a hachclbr'.s degree. /Xmong members, more than ?> of 
4 (84.1?.) attende«i college; 66.7% had at least one college degree. Half of 
the^Si^niiiiBers-fSl^^) were at least .40; 21.6% were 60 or older. •l\>;b- thirds 
of the manbers {68.1%) were at least 40 years old; .^5.8^ were at least 6G. = 
Both groups were overwhelmingly white {92.7% of the non -members, 95% of the 
members). A slight majority in both groups were women (57.51 of the" non - 
menbers, 58.7% of the members). These figures are not representative of the 
adult population residing in the Indianapolis, Indiana area; both samples were 
more educated, older, and disproportionately white. The disparities reported 
above are far more likely a function of the characteristics of public tele- 
vision viewers than any problems associated with the sampling procedures 
utilized, (Table 1 provides an overview of respondent education^ age, race, 
and sex characteristics.) 

Manbers watched more public television than non -maiibefs, although watching 
public television was not a daily activity for most in both samples. More 
than half of the non-members (56.7%) and one--third of the members (32:0%) 
vfatched jxiblic televisioii twice a week or less. Fewer than a third watched it 
at least five times a week (18.6% of the non-mai£ers, 32.5% of the menbers) . 
When the respondents watched public television, it was not an all night affair. 
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TABLE 1 

Daiibgraphie Gharaeteristics of the Samples 



i 


- — -^T— 


=::jManbers 


liducat ion 






L^ss "than Sth prade 


1.51 


0.0% 


Some high school 


11.7 


2.0 ^ 


High school degree 


28.1 


13.9 




22 Z 


23 4 


College degree (s) 


36.2 


69.7 ■ . 


Age 






18-19 


2.51 


1.51 


20s 


. 24.6 


8.0 


3Ds 


21.6 


22.4 


'^4es- 


17.1 


12.4 


50s ^ - 


— ^12J5^____ 


19.9 


60s 


14.1 


~2l79~^ 


eider 


7.5 


12.9 


Race 






White 


92.51 


95.0% ~ 


Ndh-i^ite 


7.5 


5.0 


Sex 






Male 


42.5% 


41.3% 


Female 


57.5 


58.7 



An oven^^he lining; niajority watched one or two jMil)! ic televisibii prbgrains on the 
nights they watched public television (SS.T:. ol* xhv noij-i.jcinlu rs, ^2 AC ol' the 
membersj. Most did hot watch any fxibl ic television the ni.uht before the inter- 
view {^79. Oo oF the ncMi-mtinbers, b^.S: of the iiieiiibcrsi . Wlen given the choices 
"watch regularly," "watch sometimes,'' or "wateli almost never," the average 
response across 10 public television {^rogriiins was, "ahiibst never." (Taliie £ 
provides an overview to public televi.sldh usage patterns iunong the s^unples 
interviewed, j . : 
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ililii ic ioicf is ion Viowiiii; Pnttcnis 



Ndfi- Members 



Members 



i-rot{uoncy of Watclnivu livcriinii Ptiiilic' I'clcvisioh 
i'roj;ranis 

Twite a Week 
Thrtic t imes .1 i%eek 
l otir t lines a week 
i ire times n Kcek 
ilnst about every day 

Nmnber of I*ublic Iclevisitin Sliows Watched IVlien 
Watciiirit; I*iiblic I el ev is ion 



29.1 
19.1 
5.5 
6.0 
12.6 



12.51 
19.5 
23.5 
12.0 
6.5 
26.0 




Number of i\iblic 'Iclcvisibri Programs Watched 
L-ist Night 

None 

One : --. 

Two 

Three 

Four 



79.0°o 
14^0 
5.5" 
1.0 
0.5 



63.51 
22.3 

— ^-1- 
3.0 
2.0 



Frequericy of 'j<pbsure to liach Public Television 
Show ' 

Monty Pytftoh , 
Washington Week in Review 
Connections 
Nova 

Masterpiece Theater 
Dick Cayett 
HcNeilELehrer Report 
Sneak Previews 
Wail Street Week 
Great 



.7* 
1.3 

.6 
l.C 
1.9 
1.4 
1.1 
1.4 
1.0 
1.7 



*Where: 0-0 = never 1.0 = almost never 
3.0 = regularly 



2.0 = sCTietimes 
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RESULTS 

The data were analyzcii in several ways, i-irst, aescriptivc analyses 
were performed, l^is prbyided an oveiview of responses to each of the ques- 
tions asked. Then, respcJns^ to the mbtivatibri items were factor analyzed. 
This uncovered the underlying dimensions of motivations associated with pub- 
lic television viewing. / Separate sample analyses were conducted for all the 
'^.ata. What follows is i description of. the Findings. 



Descriptive Analyses 



Public televisiori Viewing Nfotivaiipns . RespondentFwere^^a5fced--to~^ 
the 19 motivations g^erated in terms of how important each was for them when 

,they turned to evenifig programming dri piubiic tefev«ioi3 Responses suggest 

that the motivations g^erated in the Foeus group sessions were relevant to 
these respondents iki their public television viewing decisions. 

The most important motivation was "for a ch^ge of pace £rdn what's on 
coranercial television." TTiis is not surprising since public television viewers 
generally are heavy consmiers of coninercial television. That motivation was 
rated by 9 of 1.0 (89.9% of the noh-m^bers, 90.0% of the members) as either 
"somatot" or 'jvery iinportant" when th^ turned to public television; ? of 10 
(69.71 of the Sion-ihenbers 68.5% of the members) said the motivation was 
•Very S^rtahti" Three other motivations were rated by at least half of 
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samples as ''very important. " These were: "because f^xpect the scripts 
Will be well uTittch'' (()3.3V^bf the ribri-manbers, 70,95 of the members), "to 
watch top quality prodtictibhs and aeting" (56. IS of the ribn'meribers^ 66.5? 
of the members) and "because ! think the shows will not He an insult tb my 
iritelligcricc" (58, So and 63 of the non-members and members respectively) i 
Perhaps surprisingly, "to He critertairied" was regarded as an important motiva- 
tion, rated as "very important" by 56.0 -a of the ribn-monbers arid 40.3% of the 

members. In addition to the motivations mentioned above, six other mbtiva- 

\ ...... . _ . _ ... _ . ^ 

tibris averaged at least "somewhat important" responses from both non-members 

and membeYsv These were: "because I hope to see scsnething new and different," 
"to give me something to think about," "because I think the programs either 
will be real or' realistic," "to really get to loiow a person or tbpic," "tb 
develbp my tastes and interests" and -'to pick up information related to my own 
interest br wbrk," 

With the exception of "to be entertained," the motivations taken frcm 
the uses and gratifications literature associated with exposure to cortmercial 
television were not regarded by these respondents as important. Glearly, 
these respondents don't watch public television as a secondary activity.' When 
asked to evaluate the ijnportarice bf the jiotivation co give me something to 
watch v^Siile Vm doing other things," most (68.0% of the non-members, 76.SI 
of the monbersT^'tecMi^aa either "not very important" or ''ribt important at 
all." Only 1 in 10 (11.51 5f^^e^on^^mSi^^ the ihonbers) said it 

was 'Very infRDrtaht." Public television content ni.iy^^e^too~enp^ arid/or 
dCTarkiirig tb permit partial attentiveness. Viewers also doii't wateh pwoblic 
television in order "tb give then sonething tb talk aboit/* While this may 
be because they have other things to talk about or regard what's on public tele- 
vision as not worth talking about, most respCTidents [63.81 of the non-members. 
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j^^b^fs^^ motivation either was ''iiot very importaiir 

members) sa iTTT^W^iT^^v^^ — ^^w^i-otliiitiinoiiva^ rc-ccival a majof^ 



ity of ''not very important'' or '•riot important at alT' rcsfx^inscs Iran at least 

one of the samples. Those were: "to be emotionally movcxl or excited" :iiid 

"it helps relieve for a while some of the work or family pressures I feci." 

It is difficult to assess the extent to which rcsppnses to motivations like 

the last two are a function of the content on public television or the perceived 

social stigma of saying yes to them. If the responses arc content based, the 

data for at least one of these motivations ("to he cmotionaHy moved or excited") ^ 

would bb disappointing for those w;inting to produce more drama for public 

_ ' ' ^ 

television. 

Non-members and manbers differed in their i-esponses to a number of the 
inotivatibn items. Non-members were more likely to evaluate the diversionary 
motivations as more ijnpbrtant. These were "to give me something to talk about," 
"to relax," "to be emotionally moved or excited," "to give me something to watch 
while I'm doing other things," and "it helps relieve for a while some of the 
wbric or family pressures I feel.'' Tliey also placed more importance on "to give 
me helpful consumer information. ' Members evaluated one cognitive motivation 
("to give me somet^ng to thiri|:: about") as more important. (Table 3 provides 
responses to each of the motivation itans,) " ' " 

TFsus far, responses to the motivation items have been examined in terms of 
the percentage of respondents selecting particular response choices for individual 
motivation itans. Another approach involves examining the relative importance 
of the motivations when ranked frcm most to least important based on the mean 
response to each motivation. While this obscures the fact that many motiva- 
tions received similar iirp^rtance scores, it provides the reader with ah 
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■}t)tivation 



new 



Be entertained 
Becha 
Belax 



Realistic programs 
Emotionally moved 
Something to Sink about 



Soithing to watch 
Not an insult 

or ijiterests 



Develop tastes 



not not seme- very 
•impt; very ' M impt. 
at all impt. impt; 



not not / some- verv 
impt, vcnv; ^'hat inpt. | 
at a ll imptf i mpt. . 



34.7 


29,1 


24.1 


12.1 


\ 

; 2.14 


4o;o 


:9.5 




5.0 


3.5 


10.6 


. 38.9 


47.0 


1 0.29. 


1 C 

4.S 


l-;p 


40;o 


OD.O 


l.'S 


10.6 


37.9 


50.0 


J. 00 


0.(1 


in/ 1 

10.4 


4ti.o 


4t).0 


U 


24.0 


38.5 


28.6 


A A-/- 

•2.86 






00.; 


TC-C 
.0.0 


5.6 


14;2 




50. D 


0.25 


11 n 
11. U 


10 c 


4U. J 




4.0 


J.O 


25^6 


65; 3 


0.48 


3.6 


/5.6 


l?.p 


70.9 


11.7 


20.8 


31.0 


36.5 




b;o 


M.4 


33.3 


39.0 


S.6 


14.8 


37.8 


41.8 


3.16 


3.6 


i'12fS' 


39.8 
o8;2 


45.9 


12.7 


28.9 


42.1 


16.2 


2.62 


21.1 


/29;1 


11.6 


4.5 


12.0 


35.5 


48.0 


0.2/ 


0.0 


/ :.0' 


51.0 


58.5 


5.0 


i3;5 


43.5 


38.0 


3.15 


2.0 i 


12.6 


45. 7^ 


39.7 


2.0 


7;6 


54;5 


56.1 


3.44 


■ 4.0 / 


5.5 


24.0 


66.5 


35.0 


33.0 


20.5 


11.5 


2;(j9 


So, '5/ 


23.0 


15.0 


8.5 


9.5 


12.1 


19.6 


58.8 


3.28 


8;1/ 


6.6 


V ^ 


63.1 


9.1 


18.8 


35.0' 


37.1 


3.00 


lO.f 


14;7 


55.5 


39.1 

12;7 


19.0 


21.0 


32.0 


28.0 


2.69 


35.5 


24.9 


26;9 


3.0 


21.0 


34.5 


.41.5 


3.15 


7.'6 


11.6 


46.5 


' o4;5 


8.1 


i5;2 ' 


38.6 


38.1 


3.07 


Ip 


22.0 


32.5 


27.0 


4.0 




'20;2 


69;7 


3.56 


5.0 


5.0 


21.5 


68.S 
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opiKjruinity to easily ^^cyc-lKil 1" tlio mot Ivat ions in terms of Which sectti to be- 
the tup, middic, and Hottoin ot' tlic list of viewer motivations. I'rorh this per- 
spective, the pro.ur"u;i qtinlity motivations rest hear the top, the cognitive 
fhbti vat 'ions in the middle, and the diversion motivations toward the bottom, 
iiifferences across the siunplcs generally arc trivial. The ranking is substan- 
tially different for only one motivation, "to relax," where responses from 

ndn-mcmhers placed it higher (more imix)rtarit) thjm members. (See Table 4 For 

i 

this Tiersiiect ive. ) 

Yjo scOTTmafi-e, there appear to he a iiiimber of important motivations leading 
people to watch i^ublic television. Ibese reasons seem to revolve around some 
need for a change of pace froiti what is normally viewed, the expectation of 
first rate content and production and the anticipation of being cOgnitively 
stimulated and entertained. -I-he extent to which these motivations are satis- 
tied is the subject of the next section of the report. 

Gratifications Associated^^witk Exposure 1^ Public Television . Respondents 
were asked to evaluate the frequency with which exposure to public television 
provided them with the corresponding gratification for each of the 19 motiva- 
tions assessed. Responses suggest that while public television meets viewer 
needs and .expectations and provides assorted gratifications, the needs and ex- 
peetations are not met each time tfie viewer watches public television 



programming. 

Above all. For these respondents, public television is entertaining. 
When asked "how often have you been entertained" by public television programs, 
an overvftielming majority of both san^les (77.51 of the nOn-members, 82.0% of 
the members) said either "most of the time" or "almost always." A sizeable 
minority (35.51 of the non-m«nbers, 41.01 of the members) said "almost always." 
Being entertained runs cbuhtei- to the image of public television. Hiere are 
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Motivations Ordered by Importance 





Motivation 


Non -Members 


Members 


.Change of pace 


1 


2 


Top quality writing 


2 


1 


Top quality productions 


3 


3 


Be entertained 


4 


7 


Not an insult 


S 


S 


See scwne thing hew 


6 


9 


Something to think about 


7 


4 


Relax 


8 


13 


Realistic prograitis 


9 


6 


Really know about something 


10 


8 


Develop tastes 


11 


10 


Consumer information 


12 


15 


Relates to work or interests 


13 


11 


Feel cultured 


14 


12 


Be challenged 


15 


14 


Relieve pressure 


16 


37 


Emotionally moved 


17 


16 


Seme thing to talk about 


18 


18 


Scanething to watch 


19 


19 



/ 




several alternative explririat ions for this fiiuliiii:. (>ti onu Harul, it nKi\- (k* tliat 
the public's perception oF public television is iiKiccurate; i i" tfiey were to 
watch,, they would find themselves entertained. t>ii the other lianci , it may he 
that the public television viewer's. del' iri it i(Mi of entertainment is different 
than that of the hbh-viewer. As one focus i^roup partieipant state^l , **i.earnin^ 
something is enteftaining:" From this persj^ect i ve , ptilU ic television is enter- 
taining^ but only to some subset of people who define enterta ininc'nt I'ather 
broadly. 

No gratification items were mentioned hy. at least half di both s,-uiiples as 
occurring ''almost always:" In addition to ''beint; entertained,** t!iree ,uratifi- 
cations occurred on _ the average at least **most of the time** for boih s:uiiiiles. 
These Were: "the scripts have been well uritten,** '*thesc pro^r,-uns had top 
quality production and acting'* and '*these progrcims seemed a change of f^ce froni 
what's on conmercial television.*' These gratifications correspond to the most \ 
inpDrtant public television viewing motivations. ITiree other gratifications 
were rated by either one or the other of the sainples as occurring on the average 
;: at least "most of the time." "These were: "these shows have not been an insult 
to your intelligence," "these programs actually gave you something to think 
about" and "these programs actually offered you something new and different." . 
These gratifications correspond with the motivation items rated by the respon- 
dents as fairly inqjbrtaht. (table 5 provides responses to each of the gratifi- 
cation itans. Table 6 provides a rank ordering of the gratifications for "eye- 

• ■ ; \ 

_-. _ ^ . • \ 

balling" purposes.) \ 

As the data in the preceding paragrapli^xsuggest, responses to the motiva- 
tioh arid corresponding gratification items were ^interrelated. The most impor- 
tant motivations were those which provided gratifications frequently, (For 
a dirsory appraisal of this, cOTipare Tables 4 and 6.) 'Hiis correspondence 



ERLC 



\ 



Gratifications Obtained from Exposure to l\ibiic icier is ion 



\ 



new 

entertained 
BeMienged 

RelaxV 

Top quality writing 
Feel culttied 



mo 



Percent Responding 



never 
at all 



some 
3f the 
time 



nost almost 
of. the always 
tie V 



Percent Respondini; 



; almost some most 
; never of the of the 
; at all tij^e tine 



almost 
alwavs 



Really know about^mething 



an 



lielates to work or interes 




Develop tastes 
Consumer information 



6.5 


62.0 


24.0 




1 


8.5 


52.8 


20.ti 


18.1 


' 2.48 


1 0 


^5 5 


45.5 


28. 0\ 


' 3.'il 


' 1.5 


28.1 


41.2 


29.1 


; 2.98 ; 


0.5 

y * V 


22.0 


42.0 


3_5.5\ 




0.5 


r.5 


41.0 


41.0 


' i 


9.9 


40.6 


42.2 


, J 


14.1 


52.1 


25.0 


8:9 


I ^-^ ' 


2.1 


J J t J 


45-7 


14." 


I "'.65 


V 11.8 


41.5 


33.3 


13.3 


' 2.48 j 


12;4 


'57:0 


.28:5 


5:12 


\ 0.0 


.7.1 


63.3 




! : i"> 1 




■41 1 

41.1 




10./ 






V ] 

Jt,> 1 


JJ« 0 




1 ■) j 


2.6 


25.0 


57.7 


14.8 


2.85; 


1:0 . 


26.0 


55.6 


r.3 


> 2.89 1 


7.1 


58.4 


31.5 


3.0 


2.3l\ 


13.4 


61.9 


20:1 


4.6 


! 2.16 


5.0 


28.6 


51.3 


17.1 


2.82 ' 


\ 0.0 


23.0 


50.5 


26.5 


3.04 


5.6 


35.4 


45.5 


13.6 


2.67 


v 3.0 
^\1.0 


32.7 


4 / . / 


16.6 


' 2.78 


1:0 


16:8 


59.9 


22.3 


5.04 


14.? 


49.' 


35.0 


; 3.19 


•40.0 


55.0 


19;0 


6:0 


i;9i 


"^8.5 


43.5- 


11.0 


7.0 


' 1.87 


19.2 


9.1 


40.9 


30.8 


2;83 


.IM 


5.6 


44.G 


37.9 - 


- 3:09- 


12:6 


37.7 


40.7 


■9.0 


2.46 


l)h 


46.2 


33.0 


14.2 


2.55 


A 25.6'', 


39.2 


24.6 


10.6 


2.20 


29.8\ 


50.3 


14:1 


5.8 


1.96 


\\8.0 


37.0 


41.5 


13.5 


2.61 


7.2^ 


V 41.8 


35.6 


15.5 


-2.59 


1.6 


45; 5 


56.9 


7.1 


2.40 


18.1 


\49.2 


25.8 


8.8 


'^2.23 


U 

^ 


15:0 




53:5 


5.H 


1.0 


^1^4 


■'41.8 


44.8 


3.30 
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Gratifications Ordered by irequcncy 
of Occurrence 






^bii-McinWers 


Members 


Be entert^iined 


1 


2 


Triri ciii i'f f t'v wri'tTrH? 


2 


3 


Change of; pace 


_ 3 


i 


Ton niinlit'V rsTntliict ions 


^^^^^ 


4 


^itt^ cirffTiAt'H 1 nr» now 


s 




Realistic r)rbi?rains. 


6 


8 


Not an insult 


7 


5 


Something to think about 


8 


- 6 


RrjjI iv Ichriw aboiit snmethiflo 


9 


9 


JVC- Irti A. — 


lb 


15 


pp^l nil t'TiT'Pfl^ 


11 


10 ; 


DevelOD tastes 


12 


11 




13 


15 


Relates to work or interests 


1 vf 

14 


12 


Consumer info rrtat ion 


15 


' 16 


Something to talk about 


16 


14 


Emotionally moved 


17 


17 


Reliex'-e pressures 


18 


18 


Sanething to watch 


19 


19 
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docs riot appear to be a fiinctidn of rcsporiUcnt inability to distinguish between 
• mbttvatidh and ^iratificat ibri items. Rather, it may be that over tinie^ viewers 
iearn what to expect and shape their motivations accofdihgly. However; at the 
risk of making an apples and oninges comparison, viewers appear^ to be more 
highly motivated than frequently gratified. While viewers associated a number 
of gratifications with their exposure toipublic television, no gratificatibri 
occurred "almost always" for most viewers. 

Importance of Motivations: Public vs. Cormiercial Tej/evision . After 
evaluating each rndtivatlbn arid corresporidirig gratification^ respondents were 
asked-/wfaether the mbtivatibri was more iinpbrtant when they watched public tele- 
visibn, coirenercial television, or about as important for Both." Except for one 



motivation ("to give me something to watch while I'nydoing other things"), 
respbriderits iri both samples said the motivations were more Important whj^n they 
itched public televisibri. TTie differerice was ma^irial fbr seme motivations ^ . 
with mbst "respondents saying the motivations wer^e equally important ^eri they 
turned to public and "ccnSiercial television. Those motivations tended tb ceriter 
around entertainment and diversion; For example, among non-members for the.moti- 
vatibri "it helps relieve some of the work or/ family pressures I feel," *5iereas 
4.6% said it was more impbrtaht when they watchai cbimercial televisibri arid 
14.61 said it was more inqjortant \A\en th^ watched public televisibn, 81.0% 
said it was equally important for their /public and cOTinercial television viewing. 
For iMst motivations though, the additional percentage of respondents saying 
public televisibri was substantial. For example^ among members for the motiva- 
ticffi "tb see something ri^' and different," while rib brie said cbnri^rcial tele- 
vision and 31.4% said the motivaticin was equally important for prublic arid coti- 
mercial television, 68.6% said iy was more inpbrtant vtfien they turned tb public 
televisibri. (Table 7 provides a^brealoiown of responses to the relative 
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impqrtai5ce question lor each motivation. Tabic S inUicatos the extent to which 
respondents said the motiratiohs were more importarit for public television.) 
Nicmbers were more likely tluui non-niembcrs to say tiie nun irat ions were iiibre impor- 
tant when they watched public television. tUustrative t)f this is the motiva- 
tion "to give me something to think about. ; Iliere, wnile ^J.O'.' oT the iion- 
members said it was more important when thev turned to [public television, an 
additional 21. So of the inembers (53.5^.J chose the public television resi)onse.^ 
(See Table 8 again.) In fact, while no motivation was cited by SO':, of the non- 
members ^F^f<B~'iSix>rt;tot_.w they watched jniblic television, nearly half of 
the motivations were cited by :'t least ^'!r-oT^he members as more important 
when they watched public television. (.See Table 9 for a list of those 
motivations.); 

Given the frequency and magnitude of the differences in favor ofpublic 
television, one may wonder for a moment about the validity of these responses. 
Were respondents simply trying to please the interviewer:; and the Ciorporat ion? 
For several reasons, this researcher suspects not. First, the percentage of 
respondents who said the motivation was more important for public television 
varied from motivation to motivation. Second, the variance in responses across 
motivations makes intuitive sense. Given the content on public and ccMnmercial 
television, one would anticipate entertainment and diversion motivations being 
equally ijr^rtant for public and commercial television and cognitive, culture 
and program quality motivations mor^ important For public television.- 

In short,, the viewing motivations assessed seem to be more important 
when turning to public television. This may indicate that public and commer- 
cial' television are viewed with different sets of expectations. It may also 
indicate that pablic television is viewed for the satisfaction of needs not 
met by cdnfnercial television. However, whether viewers are more motivated 
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iiiipoftanci' nl" Nkn iv;it ions : (ibriimcre inl 
vs. ilililic Television 
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I StTiinethinu 'to talk aliout ' 




(j 


63. 


4 




7 


48. 


2 


i^j 7 


2. 


6 


Sec soiucthin^ ilcw 


39 ; 


t) 


se): 


y 


n 


5 


68. 




31.4 


d. 


d 


; He entertained 


22. 


7 


72. 


2 




1 


34. 


2 


59.7 


6. 


1 


! He clial leni^ed 


25. 


0 


74. 


0 


1 


0 


42. 


1 


55.2 


2. 


7 


1 
1 

j Relax 


18. 


7 


74. 


2 


7 


1 


28. 


0 


00.8 


11. 


1 


j lop quality writ ini^ 


30. 


8 


08. 


7 


0. 


5 


50. 


3 


V^.l 


0. 


5 


I-'ccl cultured 


34. 


S 


b5. 


5 


R 


0 


65. 


8 


34.2 


0. 


.0 


Realistic programs 


31. 


t) 


m. 


4 


u • 


0 


46. 


1 


52.5 


1. 


6 


1 jiiot iona 1 1 y moved 


15. 


5 


82. 


7 


z . 


0 


25. 


d 


7 1 

/ 1 . o 


3. 


.2 


Shmpthina to think about 


32 


.0 


66 


.5 


1 

1 • 


5 


53. 


5 


46.0 


U. 


c 


Really know about something 


32. 


3 


66 


.7 


1 

± • 


0 


45: 


4 


53.6 


1 


.0 


Top quality productions 


32 


.3 


65 


.7 


2. 


0 


49. 


7 


48.7 


1 


.5 


Something to watch 


IG. 


8 


. .7 .0 


.1 


19. 


1 


17. 


d 


56.9 


26 


.1 


Not an insult- 


37 


.8 


61 


.7 


0. 


5 


58. 


3 


41.1 


0 


.5 


Relates to work Or interests 


27 


.9; 


70 


.1 ' 


2. 


0 - 


51. 


8 


47.2 


1 


.0 


Relieve pressures 


14 


.4 


81 


.0 


4, 


6 


14. 


8 


80.2 


4 


.9 


Develop tastes 


"33 


.2 


64 


.8 


2. 


0 


52. 


1 


46.9 


1 


.0 


Consumer information 


21 


.9 


73 


.5 


4. 


6 


30. 


3 


63.3 


6 


.4 
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imj^ortancc of Mot iv;it ions : Cohuriorcinl 
vs. \\ih \ ic lei cv is ion 



-" 


Additional I'crccntage of 
Rcspoiidciits Saying the Moti- 
vation is More Important for 
\hihi ic iclcvision 




Nbn-Menihers 


Members 


Sec something now 




+69 


Not tin insult 




+57 


I ccl c'tilttircci 


+35 


+66 


i Kcvil ist ic proj^nnris 

i 


■ +32 


+44 


Dcvcloj) t.istcs 


+3i 


+51 


Rc.-jlly know ahoUt soiiicthiiii'. 


+31 


+44 


lop cjuality product ioris 


+30 


+48 


.Soincthinj; to think about 


+30 


+ 53 


lop quul i t? -wr i t inj; 


+30 


+ 50 


Something to talk about 


+29 


+45 


Relates to work or interests 


+26 


+51 


Be challenged 


+24 


+39 


Be entertained 


+17 


+28 


Cdrislimer information 


+17 


+24 


Kmotibhally moved 


+i3 


+22 


Relax ' ; ^ 


+ 12 . 


+17 


Relieve pressures 


+10 


+ 10 


Something to watch 


'- 8 


- 9 
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TABLii 9 



Motivations for iVhich Over. 50 ^ of the 
Sample Said Were More Iir^brtant 
for Public Television 



JMon-Members 


Members 




See something new 




Feel cultured 




Not an Insult 


JMone 


Something to think about 




Develop tastes 




Relates to work or interests 




Top-quaLity writing 




top quality productions 



when they turn to public tclcvisibri ahcl/dr j^fatiricU when they watch it rcmnins 
unanswered; 

Factor AnaJjysis . : 

_ _ ........... . . . _ : . _ . 

A varimax factor analysis pfdccUure (SI^SS I'rincipril IMctofinM with fter- 
atiohs) was utilized to compute the tindcrlying dimensions of |nif?lic television 
viewing motivations. Standard factor zinalvi^is criteria were employed; each 
factor had to have a minimurn eigenvalue of 1.0 and a miniimun of two variables 
with their highest loading bri it, the loadings themselves at least .SO. Using 
these c'riteria, three factor solutions emerged for both the hon-ineniber and 
member samples. Howovef,' the factors did not account for a substantial pro- 
portion of the vari^cc in responses. As such, many of the motivation items 
were, at best^ ncxninally loaded on the factors. Moreover, while there were 
three factor solutions for both samples, there were differences in individual 
loadings on the factors. (See Table 10 for the factor Idadingg.) iTiis resulted 
in different factors and different components in similar fxictors across the 
samples. 

For non-members, the underlying dimensidns of motivations appear to be 
co^itive interest, quality of the content offered, and diversion. For members^ 
the underlying dimensions appear to be cognitive interest, diversion, and pro- 
duction valiie of the prograirming. For non-members, cognitive interest centered 
on two motivations- -''to develop my tastes and interests" and "to give me some- 
thing to/think about. For monbers, three motivations loaded woll on their 
co^itive interest diihehsioh; One overlappei with the non-maiiber cognitive 
interest factor- -"to give me something to think about." The two v*iich didn't 
overlap were "to really get to know a person or topic" and "to pick up informa- 
tion related to my own interest, or work." For ridn -members^ quality of the 



/ 

J 

TABl.li 1() / 

_ • / 

!-:ictor Analysis: i";ictor l.o;idin<; Scores* 

/ 



j 






.Nlcmbcrs 
















1 Mot ivat ion 


i-;»ct(ir 
j 


i'ac'tor 
2 


:actor 

/ 3 


I-aetor 
1 


Factor 
2 


Factor 












! Sonicthing to talk Jhout 


.4() 


- . 0() 


,U4 


67 


09 


- .08 


Sec si.mctHirii; ncv 


. 3(1 


1 o 


.18 




28 


- 10 


Be entertained 


-■34 


. {)?> / 


..34 


- 08 


42 


.25 


j Be chal lenged 


.45 


: 24 /■ 


. 13 


.50 


.12 


;10 


} Relax 


. 10 


. 1 2 


.75 


.01 


.64 


.07 


I -. 

j lop quality Writing 


.23 


■ hi 


.12 


.05 


.04 


.77 


j Feel cultured 
} 


.37 


.14 


.08 


18 


.08 


.15 


[Realistic programs 


Ab 


.45; 


. 09 


.34 


.30 


= .12 


liinotionally moved 


.31 


-.0^ 


.S2 


.09 


.36 


.19 


. Something to think about 






.10 


.57 


.04 


-.01 


Really know aDbut~somethintj 


.21 


.24 


.04 


67 


- 02 


.10 


Top quality productions 


.07 


.08 


, 12 


.11 


.12 


.58 


Something to watch 


-.01 


-.01 


.18 


.05 


.01 


.08 


Not an. insult ; 


.16 


.56 


.08 


.11 


-.03 


.17 


Kciaces to worK or inLerestS 


.35 


.16 


. u/ 


.60 


.02 


.07 


Relieve pressure 


.15 


.20 


.53 


-.01 


.60 


= .12 


Develop tastes 


.63 


.17 


.05 


.18 


.11 


.10 


Consumer information 


.16 


.14 


.06 


.12 


.07 


-.08 r 


Change of pace 


.03 


.51 


.11 


.06 


.16 


.07 



*Based oh arimax rotated factor matrix 
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contcnt, ()rrcrcd was clniracteri-c^l by "because I expect the scripts to he well 
written/' "hcL'auso I think the shows will not be ah insult to. my ihtelligerice" 
ahU "for a chaiij;^ of pace from what's on conriercial television." "Because I *~ 
expect the scri'pts to be well writteri" when cdrnbinecl with "to watch top quality 
prcductions and acting" fit with the member's production value dimension. For 
both non-inenibers and iiicniibers, diversion appears to be a mix of the "to relax" 
and "it helps relieve for a while some of the work or famiiy pressures I feel" 
motivations, with hdh-inembers also including "to.be emotionally moved or 
excited" and members including"tb be entertained." (For comparison of the 
major elements in each of the factors, see Table II.) 

lactdr analysis ret{Uires a number of arbitrary decisions and involves a 
fair amount of groping in the dark as one tries to find patterns in the data 
and then appropriate names for the patterns. It has been called a fishing 
expedition which takes many dow^ unproductive streams. Thus, While the 19 
mdtivatidris for these samples of public television viewers seem to boil down 
to oxpectatidhs of quality prdgrajTsning* relevant mental stimulation aixi diver- 
sion, the reader is reminded that what has emerged is a function of the moti- 
vations studied, the analysis criteria utilized arid the labeling abilities of 
this researcher. 
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TABLii 11 

Underlying Dimensions of VtV Viewing Motivations 



Non-Members 


Members 






Gbghitive Interest 


Cognitive Interest 


Develop tastes 


Really know about something 


Something to think nbout 


Keiaics^io worK or mioresLS 
Something to think about 


(^lity of Content 


Diversion 


Top quality writing 


Relax 


Not an insult 
Change of pace 


Forget about pressures 
Be entertained' 


Diversion 


Production Value 


-Relax 

Forget about pressures 
finbtibrially moved 

> 


Top quality writing 
Top quality productions 



/ 



DISCUSSION 

\ 

\. 

As might be expect^, among viewers, public television viewing is a highly 
motivated and frequently gratifying experience. Uses and gratifications^ are 
diverse^ as is the case with commercial television. Ftowever^ many motivations 
generally associated with exposure to commercial television do rwt appear to 
be important For public television, instead, public television viewing seemS\ 
to be primarily motivated by the desire for a viewing change of pace and the \^ 
related expectation of being entertained by intelligent, well written^ acted 
and produced prbgrammirig. These e>5>ectatibns are met fairly frequently. The 
multidiJiKsnsiohal nature of pvblic television viewing motivations arfl gratifi- 
cations contradicts the stereotyped unidimensional image of public television as 
a duli> demaTKiing instructional/educational service. Most surprising in 
this regard is the importahce placed on being entertained ard the frequency 
with whidi viewers are in fact entertained. 

These data could provide corporate officials with salient information for 
yearly appropriations hearings in the Congress. Public television is seen as 
an alternative to cbiiirercial television aiKi is used as a viewing change of ^pace. 
Pifl)lic television is seen as providing quality prograiining and is watched 
because of it. Public television is seen as providing intellectual and aes-- 
thetic stinailation. It is not generally seen or used as an escape tnedianism. 



rhoso i\:it:i provide use ful iiii*onn;it ioii I'or public television protnotion units, 
hibiic television is entcrt;i ihinii. lixtehsive pfdmbtibn of this seems warranted. 
Perh;ips if the puHlie*s percef-itibn of public television changes, their viewing 
h;il)its will chnnge as well: 

lliese data are less useful ft^r proj^ninrctevcJ^pment and evaluation per- 
sonnel. Because motivations arid i^r-at i f icat ibris were assessed bri an in- general 
rather than prbi^rajn- spec i Tic basis, it is diffictilt to examine the match between 

viewing; motivations and ^ratif i.cat ions and proiinun content and goals. iVhy, 

_____ __ _ _ _ >j . 

for ex^impk^, doesn't public television emotionally move viewers with any decree 

of frcxjuehcy? Is it because viewers dbn't generally, turn to public televisibri 
-to be emotional iy moved or because oh the occasions they do. the content viewed 
doesn't provide it? Without a program by program analysis, prograinming personnel 
are forced to rely more heavily on rather sterile Nielsen numbers and their ^ 
own judgments in detenniriirig What types bf prbgrams ought tb be aired and^hbw 
particular programs irright be more finely tuned. 

These data also aren't particularly useful in the construction of a 
qualitative counterpoint to the Nielsen numbers.^- While Nielsen numbers refer 
to individual shows ^ the referent for these data is public television;. When 
bperatibrialiied bri a prbgraih-specific basis, Kbwever, the uses and gratifica- 
tions approach may provide the structure for such a measure. One possibility 
waild involve assessing, on a program specific basis, the extent to which 
expectations associated with cdnirtercial and fHibiic television were met. the 
qualitative index fbr each prbgram would be the sum bf the gratification 
elasnents. * • • 

Finally, results fron this stud^ raise m^iy questions about the rates 
ano^attems of exposure to public television. If public television provides 
/--N^as many^ratificatibris ak the data suggest, vAiy dbri't pebple watch public 



tcicvisioil more (^f'tcn? hliat is thc^ rclcit iohsHip botwccn gratificatibris obtained 
and oxpusuro patterns? Arc the proiirarns that provide the most gratifications 
tlio pro(»nuiis that :jrc- watched iiiostV frequent ly? IVhat jirat i f icat ions must be 
bl)taiheU for viewers to. watch tlie d:rsily prognims and series more frequently? 
Wiat j; rat i ficat ions mtist he obtained for viewers to sample other ptibiic tele- 
vision proi;nuiis? Miat .urat i f icat ions must be obtained for viewers to tell 
others to watch? If public television is as gratifying as- the data suggest, 
why isn't conruercial television the change of pace? IVhat is it that eommercial- 
television offers in addition to wliat public television offers that makes it 
so much more frcH|uently writched? ;\nswers to these questions await thoughtful 
discussion and additional investigation. 
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Hello, my naine is — and I'm calling for the Corporation for Public 

Broadcasting in Washirigtbri, D.C. Right how, we'r^ callihR adults in the 
Iridiahapblis area whb watch evening prbgraihs oh WFYI, Channel 20 at least 
once a week, trying to find out why they watch those programs. Do ybu or 
does any adult In your house watch WFYI^ Channel 20 evening programs at 
least once a week? 



(IF YES) We have ten minutes of questions and we'd be very grateful 
for your help. 



(IF NOT THAT PERSON BUT SGh^EONE ELSE) May I speak to him/her please? 

(WHEN THAT PERSON CoSeS TO THE PHONE) 

Hello, my name is and I'm calling for the Cbrporatibh 

for Public Broadcasting In Washington; D.C. Right now, we're 
calling adults in the Indianapolis area who watch evening prog- 
rams on WFYI. Channel 20, at least once a week, trying to find^ 
out why they watch those programs. I understand you watch 
Channel 20 programs at least once a week. Is that correct? 
(IF YES) We have ten minutes of question.^ arid we'd be very 
grateful for your help- 

(IF NG ONE AT THAT NUMBER WATeHES) Thanks anyhow. Have a good evening. 



i 



ReJ^pbndent ID 

Interviewer 

Interviewee phone number/ 



Day nf, the week j Sun/ 2 Mop 3 Tues Wed 5 Thlirs Frl _7 Sat 

I: First; ahout how mten do you watch evening prop^ranis oh l^FYI, Channel 20? 
Once, twice, tRr^e, four or five times a week, or just about every day? 
1 once 2 twice 3 three 4 four 5 five jS dally 8 dk 

2. uiien yoo watch ywFYt during the evening^ about how many shows do you watch? 
One,. two, thre^, four or more? _ 
1 one ^ t/v/o 2 three ^ four 5^ more 7^ varies 8. ^^^^ 

3: Jfow manv sho^s, tf any, did you watch bh tfFYT last night? 

0 none ^ one 2^ two 2 three £ four 2 "'ore 8^ dk 

i'm;^otn^ tp^read a short list of shows broadcast oh WFYI. For each show, 

-tell me if/vou watch it regularly, sometimes, or almost never 

( 3 = RErjUi^RlY 2 = SOMETIMES 1 = ALMOST NEVER 0 ^ :VER 8 - DK ) 




bnty Python 
Washingtbh Week In Review 
Connections 
Nova 

Masterpiece Theater 
nick Cavett 
McNeil Lehrer Report 
Sneak Previews 
Wall Street Week 
Creat Perfonnahces 



What 1*M going to do how is read a list of reasons other people gave as for 
watching public televlsibh. Wejte interested In relating these reasons to why 
yog v^rch evening prbgrams bh WFTI* Chahhel 20. After I read each reason, Vll 
ask a/ few questions, OK? 

5. The first reason is to give me something to talk about". important is that 
reason fbr you? Very important, somewhat itnportant, not very important, or 
hbt impbrtaTit at all? 

^ V very 3^ sbmewhat 2^ hot very 4^ not at all 4 dk 

6. Hbw bften have these proi^rams actually given you something to talk abbut? 
Almost. always, most of the time, some of the time, or almost never? 

4 always .3 most ^ soiiis 4- never 8^ dk 

7. Wbuld you say that reason is more i»T^ortant when yoa w«tch WFYI, more im- 
portant wheh you watch conaaercial television, or about as important for both? 

3 public ^ saase X commercial 8^ dk , 

8. The second reason is became i hope tb^see something hew and different. For 
ydti, is that reason very important, some*^at important ^ hot very iJSpbrtaht, 
or hot itnportant at all? - 

^ very ^ ^ j«5mewhat 2^ not very 1_ not at all * 8^ dk 



4 ^M 



^, How often Mavo tliosc prdrfans acttKill\' offefofi voii sdnethihr hew nhH differ- 
ent? Almost alw,ivs, nost_6f the tinie, sorrib rif the time, or almost never? ?1 
5 nlw.ivs 1 most 2 sonb 1 never ^ Hk 

10. Would vou sav that reason is more inportaht wHoh vou watch UTYT, more Ini- 

pbrtaht when vou watch commercial television^ or aHoiit as important for- both? 25 
3 p^ihlic ? same 1 commercial ^ dk 



11. To ^e entertained. 

Is that very important, somewhat Important, not very important or not 

important at all? 25 
£ verv 2 somevhar 7_ not verv 1 not at all ^ <ik 

12. How often have vou been entertained hv ; these- programs . Almost .ilwavs^ 

most of the time, some of the -time, or almost never? 26 
always 3 most 2 some* 1^ never A dk 

13. Is that ^reason mbr^ Important when you watch UTYt^ commercial televislbni 

or about as important for both? _ _ _ 27 

3 public 2 same 1 cbminercial 



. 15.' To be challenged in figurinp, but what's r/oing tb happen or what sbmebne's 
RbinR tb say. 

Is that very impbrtanti sbmewhat impcrtanti nbt very impbrtahti br nbt 
impbrtant. at all? ' 28 

£ very 3 somewhat 2^ nbt very l_ not at all £ dk 

15. Hbw often have ybu beer challenged in figuring but what's gblng tb happen __ ^ 
; or what so.neone's going tb say? 29 

^ always 3^ nibst 2^ some never _8 dk 

16. Is that reason mbre impbrtant when ybu watch t^FYIi cbmmercial televisfbhi 

or about as important fbr bbth? 30 - 

3^ public _2 same 1^ cbmrnerclal ^ dk ^ 

17. To relax. 

How Important is that reasbh? _____ 31 

^ very 3^ somewhat 2_ nbt very J_ nbt at all 8^ dk 

18. How bf ten have_ those programs made ybu feel relaxed? . 32 

^ always 3^ mbst . _2 some 1^ never 8^ dk \ 

19. Is :lt more important when ybu watch WFYI^ commercial TV^ or about as 

impbrtant for both? _ _ * 33 

3^ public 2^ same 1_ cbranercial 8^ dk 

20. Because- I expect the scripts will be well written. 

How important is that reason? __ _ _ 35 - 

4 very _3 sbmevnat 2 hot very ' hot at all ^ dk r- 

21. Hbw often have -the scripts beeh well writteh? ^ 35 

^ always ^ roost 2^ some 1^ hever 8^ dk . 




Is it laore important when you watch WFYI, commercial TV, or about as '^^^ 

important for both? _ _ _ ' ^"^^^ 

-i poblic _2 same 1^ coimnercial ^ dk 

23; To feel col tared. 

How important ts that reason? _'J _ _ _ 

A very 3^ somewhat 2 not very j_ not at all ^ dk 

24. How often have these programs made you feel cultured? 3B 
4 always 3 roost 2 some l_ never £ dk 



25; is it mc^^ important when vou watch WFYI, commercial TV, or about as 

importan 'or both? 39 
3^ pubi 2 same commercial 8^ dk ^ 

Because i think the programs either »^11 be real or realistic. 

How important is that reason? • ^0 

A very 3^ somewhat 2 not very ^ not at all ^ dk 

27. How often have these shows seemed real or realistic? 41 

A always 3^ most some 1^ tiever S dk 

28. Is It more important when you watch WFYI, commercial TV, or about as 

important for both? *2 

3 public 2_ same i_ commercial A dk 

29. Tb be emotionally moved or excited. 

How important is that reason? 

A very 3 somewhat not very not at all 8^ dk 

30. How often have you been emotionally moved or excited by those programs? 

-4 always 3^ most 2^ some 1^ never _8 dk 

31. is it more important %^en you watch WFYI, coimnercial TV, or about as 

i^ortant for both? ^5 

3^ poblic 2 same _1 coimnercial 8^ dk 

32. To give me something to think about. 

How i^ortant is that reason? 46 
4^ very 3^ somciAat 2 not very not at all 8^ dk 

33. Sow oft^ have these programs actually given you something to think about? 47 

i always 3^ most 2^ some 1^ never 8^ dk 

34i Is it more loportaot when you watch WFYI, commercial television » or aT>dut as 

i^ortmt for both? .48 
3^ public 2 S2cse 1^ cbimiercial 8^ dk 

_35. To really get to know a person or topic. . _ 
Bcw Inpbrtant Is that reason? 49 
4^ very 3^ somewhat 2 not very 1^ not at all 8^ dk 



0 
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36; ^^_often have these prograns iei you really Ret to know about a person 

or topic? 50 

4^ always 3^ most 2_ some almost^ never 8 die 

37i is it «ore Important when yoa watch WFYIi commercial television, or ahoat as 

important for both? SI 
3^ pobiic 2^ s^e J_ cbiiierciai ^ dk - 



38. To watch top quality productions and acting. 

Hw important is that reason? _ _ _ ^ _ 

4^ very 3^ somewhat 2^ not very not at all f dk 

39i How of ten have these progrOTis had top quality production and acting? 51 
4^ always 3^ most 2_ some almost never S dk 

40i i?_«o^«_ i?P9r??"^ when you watch WFSTI, commercial television, or about as 

important for both? _ : 

-i public 2 same commercial ^ dk 

41. To give me something to watch while I'm doing other things. 

How important is that reason? 55 
A-^very d somewhat ;2^not very l_ not at all 8 die 

42. How often have you done other things while you watched^ programs on WFYT? 56 

A always i most Z some t never 8^ dk 

43. Is it jBore important when you watch- WFYI, commercial television, or aboat 

as i^ortant for both? ^ ^ 57 

3 pabiic 2 same X cotanerclai 8^ die 

44. Became i think the shows ^11 not be an insult to my intelligence. 

How important ia thkt reason? 58 

4 very ^ someiAat 2 not very 1^ not at all B dk 

45. Bow often have the show not been an insult to your ihtelligehce? 59 

£ mlwys 3 most 2 some never B dk 

46. la that more important i^en you watch WFYl, commercial TV^ or about as 

ifl^rtant for both? 60 

3 public 2 same coBmerciai 8 dk 

47. Pidc 5p iSormaticm re to my own interest or work? 

- How ii^rtant ia that^rcason? .61 

* A very 3^ so mewha t 2^ not very 1^ not at all 8^ die 

48. Wcm often have yro picked up inforaacion from these sho%^ related to your 

am int«e8t or work? 62 

£ always 5 most 2 acmt 1^ never 8^ dk 

49; is tt more ii^rtnt ^en you imtch WPTI, commefcial TV, of about as __ 
i^ortnt f or both? ^ _ _ - 

3 pid)itc 2 sane 1_ cdfiBerclal 8^ dk 
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'^>n. It heirs rolicfvf* for a while *ionr of the work or family pressures I feel. 
Ifnw important is that reason? _ 
A verv 2 somewhat 2 hot vf^rv _! hot at all ^ 

SI. f'ow often have these projirams f>t*. relieve son»e of the work or fainllv 

- T>rossiires vbu foel? _ _ ' <SS 

A always 1 most ? ^ome I never J| 

S?. Is it more inportaht wheh yoii watch WFYI, cbnruercial TV, or about as 

important for both? _ ' _ _ _ __ . ^'^ 

3 public 2 same 1 cbramerclal £ dk 

Si. To develop my tastes and Interests. 

Pow important Is that reasbh? ^7 
i verv 1 somewhat 2 hot very 1 not at all B dk ' \ 



How often have these programs developed tastes and Interests for you? ^8 \ 

^ always J most 2 some t never B dk y/ 

55. Is It more important when ydu watch WFYT, cdmnerclal TV, or about as / \ 
. r important for both? / 

J public 2 same 4 commercial A dk 

/ 

56. To give me helpful consumer infontiation. - , ^ 
\ How important is that reason? , / 7^ / 

\ 4 very 2 somewhat 2 not very 2 5. / 

r\_ _ . / 

57. How often have these programs given you infonnatioh that s been helpful 

\ CO yoo as a consumer? / 
^ always 2 Sost 2^ some 1^ never 8 dk 

5R. is it more important when you watch l?FYI, commercial TV^ or about as / 

important for both? _ 72 . 

2 public 2^ same 2 commercial ^ dk 

59. For a change of pace from what's bh cbnnhercial television. y 

flow important is that reasbh? / 73- 

^ very 2 somewhat 2 very 4 5: 

60. How frequently have these programs seetiied a change of pace from what's 

on cbmraerclal televlsibh? _ 7A 

£ always 3 most 2 some 2 ^l*»bst never S dk 

The final few questions are about yourself • 

61. What 1» your «g«? Ar« you in your 20», 30i, 40i, SOi^ 60i or bidir? 75 

18-19 i 20m 1 3bs 4 4d» 2 50« i 6ds 2 1 R2 

62 • What ilm t«it y««r of ichobii^ ybtt compiitodt 76 

4- less than fith grade Z some hlRh school 2 ^^^^ school degree 
4^ sone college S college degree (s) 8^ HE 

63i Flnallyi what is year racc?_ 77 

t lAlte 2 black 3 other 8 RE ^ 



•Those are ail the questions • thank vou very much for ybur titne and cooperation, 
9/^" SEX 4r tnaie 2. female _ _ 

)1L tl. 
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